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摘  要 






的内容和方法；第二章为该论文相关的理论综述包括 PEST 理论、五力模型、SWOT 分






与劣势，为 S 企业制定新的国际市场营销策略奠定基础。第四章以 STP 市场营销理
论为指导思想，结合医药原料市场特征将 S 企业的目标市场从原来的整个世界范围
收缩到欧洲、日本、韩国、美国和巴西，并为企业制定了具体的 4Ps营销策略。 



















   S company is one small exporting company for pharmaceutical raw material. Although 
since the year 2011, China has become the biggest producing and exporting country for 
Active Pharmaceutical Ingredients in the world, with the opening of Foreign trade policy 
from Chinese government and the quick development of Information technology in the 
world, the small exporting companies like S company confronts with more sharp market 
competition. S company should break through the traditional extensive foreign trade 
business model and constitute the real value-creative marketing strategy . 
    This dissertation consists of five chapters. Chapter 1 is Introduction, that is to shortly 
explain the background and meaning of this topic, and about the research content and 
method. Chapter 2 is the theory related with this dissertation including PEST theory、Five 
forces model、SWOT analysis、STP marketing theory and 4Ps marketing strategy.Chapter 
3 is inner and outer environment analysis of S company. Chapter 4 is the international 
marketing strategy research for S company. Chapter 5 is the conclusion. 
    Chapter 3 and the chapter 4 are the core content of the whole dissertation. In chapter 
3, the outer environment of S company is firstly analyzed which talks about the 
international macro environment and the industry competition situation. Then, it analyzed 
S company’s problem in international marketing by using the SWOT model and analysis 
matrix, which makes clear abut the opportunity and threat in pharmaceutical exporting 
business for S company, and the strong points and weak points in S company. Chapter 3 is 
the foundation for making international marketing strategy for S company in Chapter 4. In 
chapter 4, it make use of STP marketing theory to target the market for S company from 
worldwide to Europe、Japan、Korea、America and Brazil. Based on target market, it 
develops 4Ps marketing strategy for S company.    
From the research of this dissertation, sincerely hope to make the clear train of 
thoughts and method for S company to develop the world market for pharmaceutical raw 
materials. 
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第一章  绪论 
 1 
第一章  绪 论 
第一节  论文选题的背景和意义 
一、选题背景 
S 企业位于厦门市汇成商业中心，有员工 20 人，是一家注册资本 400 万的小型
医药原料出口公司。经过 20 多年的不懈努力，S 企业在欧洲、日本、韩国建立了稳
定的合作渠道，在医药原料外贸企业中享有较好的口碑和形象。 
这里所说的医药原料包括原料药和医药中间体两大块。 









































等；其次是综述国际市场营销理论，主要有 STP 理论和 4Ps 营销策略，为下文的具
体分析奠定理论基础。 










市场营销的 STP 理论和 4Ps 营销组合理论，为 S 企业的营销策略的制定提供理论指
导与分析工具。 
第三节  论文框架 
本论文针对从事医药原料出口的小微外贸公司 S 企业，应用国际市场营销环境
和机会分析的相关工具 PEST 模型、五力模型和 SWOT 矩阵等对 S 企业所处的外部和
内部环境进行详细分析，找出 S 企业在出口营销中的主要问题，再结合经典的国际


































第二章  国际市场营销相关理论综述 
第一节  市场营销环境及机会分析相关理论 
一、宏观环境分析(PEST) 



















































品的威胁（见图 2-1）。  
 
 
图 2-1 影响行业竞争性的五力模型 
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